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as powerful ways to synthesize, evoke and diffuse certain ideas of management and visions of corporate identity (Morgan, 1980) . They have also been used to draw the boundary and define the relationship of the capitalist corporation with the political systems and society at large. Morgan (1980; 1986) has notoriously offered the most extensive analysis of metaphorical thinking in management studies. From his contribution we learnt that corporations have been represented first as 'machines', later as 'organisms' and more recently as 'cultures'. Such sequence of metaphors (that includes also slightly less celebrated ones like 'political systems' or 'theatres') shows an inexorable shift from the need to use the metaphor to synthetically represent corporation to a more active attempt to construct a better or improved image of them.
The necessity to call on metaphorical reasoning to illuminate/create the nature of the corporation thus appear like a never-ending process that constantly renovates itself and ventures into new domains where new, more effective, images could be borrowed. The key element in this exercise seems to be the detection of the right image for the right time, one that is more attuned with the relevant economic and political debates of the day, which better captures the Zeitgeist. After machines, bodies, cultures, arenas and brains it is now seems to be the turn of citizenship (Maignan et al., 1999; Moon et al., 2005) . As highlighted throughout this book, in a globalized, post-national context corporations aspire to the role that was once limited to the individual in its relationships with the collective entity of the city or the state. Talking of corporations as 'citizens' represents as Moon et al. (2005) aptly state yet another 'move to the metaphorical' and basically evokes the idea that the actions of corporations could be understood as being in some meaningful way similar to that of citizens or citizenship. Citizenship thus adds up to the numerous metaphors used to portray business but it becomes particularly relevant if seen as the expression of sophisticated corporate branding implemented as a key strategic response to critical environmental conditions (Hatch and Schultz, 2008) . The metaphor indeed emerges when the legitimacy of the corporation comes under attack because corporate scandals reveal their anti-social behaviour. Such a socially and politically dysfunctional role of corporations promises to be repaired by reference to images of community membership, participation and accountability. New roles and identities for the corporation come to life in the name of citizenship: corporations start to herald the awareness that they are social and political actors deriving their legitimacy from the contexts in which they operate. As new -born public entities they proclaim the understanding of their full social and
